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“Do you know the real resson that influenced us to seleet you as
our advertising agency two years ago,’”” asked the advertising
manager of one of our customers the other day in the course of a
discussion with several of us on the tests that a manufacturer ought
to apply in choosing the agency which is best fitted to serve him.

““It was your statement,’” he continued, “‘that from the first day
you started in business, you concentrated on developing non-adver-
tising manufacturers into successful advertisers. Some of your
esteemed competitors had an imposing list of customers to hold up
before us. But I did a little quict delving into the history of those
successes and found that, in most cases, they had not been secured
by the agents in question until affer the manufacturers had become
successful advertisers. _

¥On the other hand, our investigation confirmed your claim that
the majority of your customers
bhad never advertised before they

-wtarted with you, that their sales
and advertising appropriations
bad steadily increased, and that
they had stuck with you. Our ex-
ecutives concluded that an ageney
‘with such a record not only had the
mbility to produce good copy and
art, but also had the merchandis-
Ing experience, organization com-
pleteness and business judgment
which we were seeking.”
) Tt is a fact that, sinee our bus-
birth eleven years ago, we
have acquired a reputation for
Heveloping large, successful adver-
tisers out of manufacturers who
previously had not utilized the
power of advertising and were
somewhat skeptical of its value.
It is also a fact that these are the
most difficult class of accounts for
Rn agency to make succeed.

It is proverbial that the first
pearis the crucial period for a new
advertiser. To conduct success-
tully a campaign for a manufac- .
turer whose salesmen have had no
experience in co-operating with the advertising, whose dealers
have not been accustomed to it, whose name and brand are un-
known to the consumer—that is a task which is in truth the real
test of an agency’s worth.

So it means much when we are able to say that, expressed in
number of acecounts, over two-thirds of our customers are firms
who had never advertised before starting with us. Fxpressed in
dollars, exactly 64% of our business for the past twelve months
game from these firms, : ’
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What is even more important, the advertising appropriations of
these customers have steadily grown year after year—which is
another way of saying that their business has grown in the same,
or usually greater, proportion.

For instance, the 1920 appropriations of all those original non-
advertising manufacturers average 3249 larger than their first
vear's appropriation with us.

Note that phrase ‘‘the appropriations of all those manufactur-
ers average' a 324% increase. We can, as can almost any adver-
tising agency, point to some conspicuous successes—firms whose
sales and appropriations have inereased tenfold to twentyfold in
a few years. But the vital thing is the.average increase of all
accounts, because this proves the consistency and uniformity of the

ageney’s service, So we point to ‘the average inereage of all the .

manufacturers who. had never
advertised before starting with
us.  This includes the customers
who.have been with us only two
years as well as those who have
been with us ten years; it also in-
cludes manufacturers hampered
by restricted markets, by produe-
“tion difficulties and other condi-
tions which made great expansion
impossible.

And on that basis, an average
increase of 3249, for this year
over the initial appropriations is
eloquent ' evidence of what we
have been able to accomplish for
new advertisers.

Naturally, as our business grew,
the work that we did for new ad-
vertisers attracted the attention of
established advertisers who -were
not getting the results they had a
right to expect. Their accounts
were given to us, so that today 369
of our business comes from firms
who had advertised before our re-
lations with them began.

. That our methods are equally
effective when applied to their
marketing problems is shown by the fact that the 1920 appropria-
tions of all of these old advertisers average 3049, increase over
their first year’s appropriation with us—and the first year’s
appropriations of a number of them were quite substantial sums.

The proof of these results which we have been able to produce,
is yours for the asking. Will you give one of us the opportunity
to tell you in detail about our methods—to explain what we mean
by Planned Advertising, the foundation upon which the marketing
suceesses of our customers have been huilt 2

Here is the list of those whom we serve. If yow want to know what sonie
, of them, both old advertisers and new advertisers, say about us, write
for the booklet, ““Putting the Advertiser on the Witness Stand.”

The name of ONE company—no? of an industry
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Hiol do Veca Scap and Powder
Cordley & Hayes

Contury Water Coolers & Fibrotla Ware

Cutler
Frank E. Davis Company
Mol Order Fiah “Direct from Fiahing Boats to You"
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skes Shows Wear Longer

Jamestown, N. Y.
Beacon Falls, Ct.
Trenton, N. 1.
Cleveland, Ohio
Boston, Masa
Brockton, Mass.
Havana, Cuba
New York City
Buffalo, N. Y.
Gloucester, Mass
New York City
New York City
Boston, Mass,

The A. C. Gilbert Comp: New Haven, Ch.
Gilbert Toys and Polar Club Fan

Greist Mfg. Co. New Haven, Ct.
Mechanical Specialtics

The O. L. Hinds Company Burlington, Vt.
“Bregdwinner” Chiddren's Play Clothes

Hoffman Specialty Company New York City

Hoffman Valves—"Mora Heat from Lasa Coal”

The Ives Manuiacturing Corp. Bridgeport, Ct,
foes Trains

Klinker Manufacturing Co, Cleveland, Ohio
Coro Bloom, Cocoa liutier Cream

Kryptok Co., Ine. Boston, Mass,
Kryptok Inmable Bifocals

Daniel Low & Company Salem, Maes,
Mad Ovder Jewelry ond Gifts

Mankattan Soap Company New York City
Sweetheart Scep

Tha Manley-Johnson Corp. New York City
Fox'a Improved Spiral Putiecs

Thae Mechanioa Bank New Haven, Ct.

Batter Banking Service
Mereantile Bank of the Amerticas
“An American Bank for Foreign Trads
National American Pank
4 West L0th Strect—opposits the Library

New York City
New York City

Ohlo Confastion Company Cleveland, Ohio
Cocoanut Ditties—Good—end Good for Yon

Penn Tobaceo Cora Wilkes-Barrs, Pa.
Swmaoking and Chewing XY

Philli - X
b u‘.'?s‘t Chg:“ ng.o Company Ge:va. B

The Piso Comp: arren; Pa.
;;‘-L?w(:’.,‘mhm{d Colds ’ Y

President Suspender Company Shirley, Mass,
Pravident Suspenders for Comfort

Frank M. Prindle & Company New York City
Violet-—tha name of @ Perfumer, nota p c 4. Ohi

The Printe-Bi leveland, Ohi
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“L:nmqtmc;ﬁ and Signet Ink - -

Salmond, Scrimshaw & Co. Arlington, N. J.
Induatrial Conatruction

Toy Mirs. of the U. B, A, Inec. New York City
Amenoan-Mode-Toys 0
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E. 8. Wells Estato Jersey City, N. J.
Rowugh-on-Rata

Geo, B. Woolson & New York City

Company
Waclaom's Evonamy Erpenge Book

oyls Service. Inc

PLANNED ADVERTIS

116 “West 32nd Street, New York

Littls Building, Boston, Mass,

Leader-News Building, Cleveland, Ohio

Third 1\'atiml Boﬂk Bm‘d‘.ﬂﬂ’ Bmﬁfw, .\fcll'.

MEMBERS: Americon Association of Advertising Agencies—Audit Bureau of Circulation—National Outdoor Advertising Bureat,

+ : THE NEW YORK HERALD, THURSDAY, NOVEMBER 4, 1928,
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A § a concrete example of our etatement that

the increase in the advertising appropria-
tions of our customers indicates an even greater
proportionate increase of their business, note the
figures of the yearly sales volume and adver-
tising expenditures of The A. C. Gilbert Com-
pany, with whom we have been associated from
the very beginning of their advertising history.
This record of wth—the detsils of which
most firms haold’ confidential but which Mr.
Gilbert gave to Printers’ Ink in the interests of
advertising—is typical of the majority of our
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customers,
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The average increase of the appropriations
of all our customers has been 3147
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When choosing your AdVErﬁsing‘ Agency;
emand this proof of constructive ability

Be sure its record shows that it-has created advertisers,
not just “‘secured accounts’

i

The 1020 advertising appropriations of all of the customers of-
Hoyt's Service, Inc—~including both manufacturers who had not
ndvertised before starting with us and manufacturers who had
been established advertisers—average 3140, larger than their first

year's appropriation with us, See explanation above,
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